Purpose of research and research question
In many countries, structural changes over the past decades have led to increased journalistic and economic competition in the media industry. Consequently, large media companies in particular have become more aware of the importance of their reputation and the value of their brands (Oyedeji 2007) . The public relations (PR) efforts of media organizations are becoming more professionalized and institutionalized today (Malik 2004: 170-178) . They no longer merely attribute and focus public attention of others on others, but they have become aware that they themselves have to build trust and compete for public visibility in the 'attention economy' (Franck 1998 , Davenport & Beck 2001 .
In order to legitimate themselves, media enterprises are therefore starting to present themselves as 'good corporate citizens'. By adopting editorial self-control mechanisms such as media governance (MG), media organizations assume journalistic responsibility. The communication of MG efforts can contribute to the building and strengthening of trustworthiness and reputation of the media organization. But given that media organizations today provide other products and services besides editorial products, they increasingly assume social responsibilities that go beyond their editorial responsibilities tied to their role as watchdog. Thus, a growing number of media companies engage in corporate social responsibility (CSR) activities and also communicate this engagement, which may have beneficial effects for their reputation and trust (Pivato et al. 2008) .
2005), objectivity (McQuail 2005) , diversity (McQuail 1997 , Napoli 1999 , pluralism, and truthfulness. Media organizations also need to respect a certain degree of editorial autonomy of their newsrooms and not to abuse their exceptional position for promoting the sale of their own products or services through media coverage in their own media (crosspromotion) .
However, media organizations are also economic players that pursue business objectives and thus focus on efficiency, profit, and market share (e.g. Owen & Wildman 1992 , Kiefer 2005 . Structural and technological changes over the past two decades, in particular, related to the Internet, have led to increased competition in the media sector, which has resulted in commercialization, in multiplication, and in diversification of players but also in further concentration of large media organizations (Bardoel & d'Haenens 2004a , Meier & Perrin 2007 . These developments 'make it more difficult to balance corporate, professional, journalistic, and social interests' (Meier & Perrin 2007: 337) .
Economic pressures create new alliances and force less efficient companies out of the market. 'Media concentration provides media companies with exclusive access to the public' (Meier & Perrin 2007: 336) , which leads to a growing influence of a few but very large media organizations on economy and politics. Therefore, pluralism of opinion may be endangered, which is not prevented by the Internet either. At first glance, the Internet seems to offer so many opportunities for self-expression and pluralism, but the attention of large audiences is focused on a steadily decreasing number of well-known web portals of media organizations (Lim 2006) .
The consequence of increased competition and shrinking advertising income is that economic goals gain importance and tend to replace social and editorial objectives (Blöhbaum 1994: 293-299) . This has created an imbalance and growing conflict between the two main values that guide media organizations: the economic goal of profitability is becoming ever more pivotal while the media's responsibility to society and democracy is being eroded (Altmeppen 2000 , Kiefer 2005 .
Governmental and market mechanisms have so far been unable to restore this disturbed equilibrium. Therefore, media organizations have started to However, the conditions for public relations efforts of media organizations are not the same as for other types of organizations. The journalistic products, which may be used as vehicles for public relations messages, are edited by the media organizations themselves. By providing positive media coverage about themselves, media firms run the risk of the public identifying the media coverage as PR. This may lead to an important loss of trustworthiness (Malik 2004) .
The use of other public relations channels, such as websites or corporate reports, provides media organizations with the possibility of legitimizing themselves without losing credibility. However, no systematic or comprehensive studies have been conducted to date to evaluate how media organizations communicate their CSR and governance activities.
The present study intends to fill this research gap by actively addressing the following research question: which MG and CSR activities are communicated by media organizations in different Western European countries? To answer this question, websites and reports of selected media organizations in Switzerland, Germany, Austria, France, and Italy were examined through content analysis in order to evaluate and compare the communication of their MG and CSR practices.
The responsibility of media enterprises in society
Editorial responsibility and MG Media organizations have a societal function and thus also a social responsibility in that they are the major providers of information to citizens. They are often referred to as the fourth estate that controls the power of the executive, legislative, and judicial branches. While many authors underline this essential political function of the media in democracies, van Liedekerke (2004: 37) noted that the cultural role media organizations play in society is far more important because of their impact on societal norms and values.
To fulfill their responsibility toward society, media organizations have to comply with journalistic and editorial standards such as independence (McQuail adopt self-control mechanisms, such as MG activities.
MG can be defined as 'a horizontal extension of government, covering not only statutory media regulation but also co-regulation' and thus underscores media organizations' own responsibility and commitment. Meier & Trappel (2002: 71) noted that MG refers to a commitment of media organizations toward the public and different stakeholder groups; it is supposed to show that media organizations are aware of their social and political mission and that they try to reduce the risk potential of their activities. By evaluating and discussing their own power and by making editorial work more transparent, media organizations hope to legitimate their actions, to improve their economic performance, and to anticipate and avoid governmental regulations by assuming responsibility .
MG mechanisms can be differentiated in terms of external and internal mechanisms (McQuail 2005) . External MG is composed of informal mechanisms, such as market forces, lobby groups, and public opinion, but also formal mechanisms, such as the law or statutory regulation. Internal mechanisms may be differentiated into an informal dimension, which is composed of professional and ethics codes, and a formal dimension, which refers to management and self-regulation by the company or industry. Sarcinelli (2009: 51) argued that MG not only includes the measures taken to reduce risk potentials of their activities but also the communication of those activities. Only by communicating to the public how media organizations control themselves on an editorial level is the public able to canonize malpractice (Haas & Wallner 2007) .
Media regulation structures and the influence of the government on media regulation vary nationally (Hallin & Mancini 2004) . Thus, van Cuilenburg & McQuail (2003: 193) noted that 'the obligations laid on public service broadcasting in Europe do vary significantly from one country to another'. These typically include obligations to 'universal service, diversity of content in political, social, and cultural terms; non-profit goals of service to general public and special interest groups and minorities'. However, regulation mechanisms of print media, as well as commercial broadcasting media, also vary between countries. Because of those national differences in media regulation structures, it is particularly interesting to compare how media organizations in different countries communicate their MG efforts.
There are a limited number of studies that evaluate and compare MG practice in different countries. Bardoel & d'Haenens (2004b) give examples of media accountability practices in different European countries and in Canada. Held (2007) evaluated models of co-regulation practices of media companies of European Union (EU) member states as well as selected non-EU countries. However, there are no studies comparing how the communication of MG varies between countries.
Media organizations and CSR activities
Given that media organizations grow in size due to concentration processes, they not only bear social responsibility in the editorial domain, but also as corporate citizens and as employers, as the concept of CSR suggests. According to this concept, companies not only have economic and legal responsibilities, but also ethical and philanthropic ones (Carroll 1991) . Economic responsibilities refer to the responsibility of selling goods and services at a profit, while legal responsibilities imply that businesses have to obey the law. Ethical responsibilities exceed the first two categories since they do not refer to responsibilities codified by law but to those which are expected by society. Discretionary responsibilities are purely voluntary, and being nonresponsive to discretionary responsibilities is not considered unethical (e.g. philanthropic contributions).
However, most authors addressing social responsibility of media companies refer to regulation mechanisms for media conduct and accountability (McQuail 1997 , van Liedekerke 2004 , Bardoel & d'Haenens 2004b . CSR activities, which exceed the democratic mission of media organizations, such as assuming responsibility for employees, for the environment, or for society at large, have hardly been addressed in research so far. Von Holly & Stark (2006) conducted a case study of the CSR activities of five German publishing companies that provides interesting insights but cannot be considered systematic either.
The present study differentiates between responsibility of media organizations toward society in terms nies in different countries (e.g. Maignan & Ferrell 2000 , Maignan & Ralston 2002 , Matten & Moon 2008 , Welford 2005 , Hartman et al. 2007 , Blasco & Zølner 2010 . Also, the public's reaction toward irresponsible behavior of businesses varies between cultures (Williams & Zinkin 2008) . Differences are mainly related to cultural and institutional differences, as well as differences in the relationship between society, government, and economy (Gnyawali 1996 , Chapple & Moon 2005 , Blasco & Zølner 2010 . A comparison of CSR efforts of media companies in different countries may thus reveal relevant insights.
In other fields of business, CSR activities have already become standard. However, media organizations seem to be reluctant to engage in CSR activities that exceed their social responsibility in the editorial sector (von Holly & Stark 2006) .
Form of financing and their impact on MG and CSR
The countries analyzed (Germany, Italy, France, Austria, and Switzerland) are all characterized by a dual broadcasting system that may have an impact on MG as well as CSR measures undertaken by a media organization. Whereas private media organizations are entirely dependent on income generated directly through the users of the services they provide or indirectly through advertising revenues, public media organizations obtain part of their income from public funds. Consequently, public media organizations have a public service obligation and thus have stricter regulatory requirements than private ones. A comparison of the communication of MG and CSR activities of public vs. private media organizations will provide first insights into whether public media organizations in reality communicate more on these issues.
Research design and methodology
The websites and reports 1 published by media enterprises from Germany, Italy, France, Austria, and Switzerland were analyzed by means of quantitative content analysis (see Appendix A). We selected those countries because Switzerland has three main language regions and those languages correspond to of conduct and content, which is mainly addressed by MG activities, and between a responsibility as a corporate citizen, which includes responsibility for employees, environment, and society at large exceeding editorial responsibility. All of the aforementioned activities are considered part of the CSR construct, however, with varying connection to the media organizations' value chain. We thus base ourselves on a distinction in CSR made by Hiss (2006) between CSR activities related and nonrelated to the organizations' value chain. The concentric circles in Figure 1 indicate how far CSR activities of media organizations are related to their value chain. Editorial responsibility is thus as a CSR engagement central to the value chain. Social responsibility for employees is tightly linked to the value chain, too, since it is the employees who have to produce content. Media organizations' responsibility for the environment can, but need not, be related to its value chain, as some of their activities may have an impact on the environment. And finally media organizations as corporate citizens also bear responsibility for society at large, which exceeds their editorial responsibilities and is thus least related to its value chain.
The communication of CSR activities can contribute significantly to the legitimating of organizations in society and thus help to preserve their license to operate.
The concept of CSR is culture-bound since it is based on norms and values. For example, Maignan (2001) noted that expectations toward CSR vary between countries. Different authors have compared CSR practices and CSR communication of compa-the languages of the adjacent countries Germany, Austria, France, and Italy. Furthermore, the countries analyzed all have a dual broadcasting system including public service and private media organizations.
The sample of the study is composed of media organizations with the biggest turnover in the respective countries that offer journalistic products as well as one public broadcasting corporation.
2 To broaden the study's basis, we added to our sample of each country one small or medium-sized business (SMB), one media enterprise organized as a foundation, and one organized as a cooperative, if they existed.
Altogether, the sample contains nine Austrian, 3 10 Italian, 4 10 French, 5 10 German, 6 and 10 Swiss 7 media organizations (see Table 1 ). The sample of Swiss media organizations includes media organizations from all three linguistic regions (German-, French-, and Italian-speaking).
To examine how media organizations communicate MG and CSR activities, it was determined whether such activities were mentioned on the websites and in the reports 8 provided by the organizations where available.
In order to analyze the communication of MG activities, each website (including all subpages that carried the same URL) and report was treated as one unit of analysis (UA). The number of times MG activities were mentioned within the same report or website was not recorded. Altogether, 114 websites and reports were analyzed (see Table 2 ).
To record the extent to which media organizations reported their CSR activities, the number of articles within reports and subpages (carrying the same URL as the website) that addressed CSR activities was recorded. For communication on CSR, one article was regarded as one UA as opposed to MG activities. For MG activities, the report or website as a whole was considered a UA. This allowed us to draw a more detailed picture of the emphasis media organizations place on their CSR activities. Altogether, 862 units of analysis were found, which contained information on CSR activities. In some units of analysis, more than one aspect of CSR was addressed (society, employee, or environment). Within the 862 units of analysis, CSR activities were mentioned 880 times (see Appendix A, Table A1 ). Other CSR activities may address employees of the media organization, such as the promotion of employees' security and well-being (Maignan & Ralston 2002: 503) , further education, programs concerning the improvement of working conditions, equal opportunities, and promotion of corporate volunteering.
CSR activities in the range of environmental protection include in-house environmental protection, environmental programs, editorial support of environmental programs of third parties, and free television advertisement for environmental programs.
Results

Communication on MG activities
Regarding the communication of MG, results varied widely both between different aspects of MG and between countries (see Table 3 ). Whereas Italian (65%) and Swiss (26%) media organizations published a great deal of information on control mechanisms, such as ombudsmen or commissions, media organizations from other countries published hardly any at all (DE: 13%; AT: 8%; FR: 17%).
Editorial independence was most often addressed by German (50%), but much less by Swiss (18%), Austrian (25%), French (22%), and Italian (19%) media organizations. Journalistic guidelines were mainly published by media organizations from Switzerland (21%), Germany (42%), and Italy (19%) and not, or hardly at all, by others. Sanctions for infringements of editorial guidelines were only mentioned in the publications and on websites of Italian (31%) and Swiss (6%) media organizations. The separation of advertisers' interests and the editorial domain was most often addressed by German (42%) and Italian (23%) media organizations but barely or not at all by the others (CH: 3%; AT: 0%; FR: 0%).
Furthermore, competition with other media organizations and the role it plays for plurality of opinion, the separation of ownership interests and editorial domains, and self-or cross-promotion 9 were barely mentioned by Swiss (3%) and German (17%) media organizations and not at all by others. Yet, particularly large multimedia corporations can
Operationalization of MG and CSR in communication
MG
Communication on MG was operationalized by 11 variables (see Appendix A, Table A2 ), based on Haas & Wallner (2007) . The publication of journalistic guidelines refers to the publication of journalistic guidelines established by the organization itself, because only if the standards of self-regulation are known by the public can the public function as a sanctioning authority (Haas & Wallner 2007) . Information on control mechanisms provided by the organization, which assure editorial independence (e.g. ombudsmen), and on sanctions of infringements of editorial guidelines, are also considered communication on MG activities. The study further considered whether competition with other media organizations is necessary to guarantee a diversity of opinion and that editorial coverage is not influenced by private or business-related interests of third parties or journalists (editorial independence). Furthermore, communication on MG activities also includes information on the separation of ownership and editorial domains as well as on the separation of advertisers' interests and editorial domains. The study also took into account whether media organizations pointed out that their own products are not favored in their own coverage (self-/cross-promotion), whether minorities are accounted for in coverage, and whether the media organization fosters high-quality journalistic jobs. Finally, information on the involvement of recipients as an important mechanism for a functioning MG model was also considered information on MG.
CSR
In order to operationalize communication of CSR, this study differentiated CSR activities with respect to the publics addressed. The study distinguished between activities addressing society at large, employees of the media organization, and activities in the range of environmental protection (see Appendix A, Table A3 ).
CSR activities addressing society at large include health promotion (Maignan & Ralston 2002) , promotion of national culture and arts, education, financial support of social programs of third parties, promote or mention their products and services on other media .
About a third or less of reports and websites of media organizations from all countries addressed the promotion of high-quality journalistic jobs and of excellent training of journalists (CH: 21%; DE: 38%; AT: 17%; FR: 28%; IT: 27%). Fewer media organizations pointed out in their reports or on their websites that minorities are taken into account in editorial coverage and in how far recipients are involved in control mechanisms, for example, through sensitization for journalistic quality, product placement, guidelines, or by promoting democratic opinion-making.
Communication on MG of private and public service media organizations Furthermore, the study examined whether communication on MG activities varied according to the type of media organization.
However, there are only few public service media organizations in each country so that the sample contained more private than public service media organizations and the number of UA for public service media organizations was rather small (n = 19), and for some countries, extremely small (Austria: n = 2). Therefore, results by country are indicated as absolute values only (see Appendix A, Tables A3 and A4). To be able to compare communication on MG by type of media organization, the overall results are indicated in percent. The results explained here have explorative character and need to be deepened by further analysis.
The number of UA addressing different aspects of MG was proportionally higher for public service than for private media organizations (see Table 4 ). It is striking that despite the small number of public service media organizations, they still provide more information on how minorities are taken into account in media coverage (see Table 4 ). This is most likely due to the public service obligation, which includes the promotion of minorities and cultural diversity amongst others (van Cuilenburg & McQuail 2003) . Public service media organizations proportionally provided more information on journalistic guidelines, control mechanisms, separation of advertisers' interests and editorial domains, highquality journalistic jobs, and involvement of recipients than private media organizations.
Results show that there are differences in how private and public service media organizations communicate MG.
Communication on CSR activities
Media organizations from all countries analyzed most frequently mentioned society-oriented CSR measures followed by employee-oriented CSR measures, and finally, environmental CSR activities (see Table 5 ).
.. ............................................................................................................................................................ ..... When comparing the communication of CSR activities by type of media organization, it is striking that private media organizations (see Table 6 ) are much more likely to report on their CSR activities than public service media organizations (see Table 7 ). This may be due to the fact that the latter have a public service obligation, which already provides them with a certain level of legitimization in society, whereas private media organizations are more commercially oriented and are thus more likely   .............................................................................................................................................................. ..... A comparison between all five countries shows that German media organizations most frequently mentioned CSR activities on their websites (Table 5) . This may possibly be related to the fact that most of the media organizations in the German sample are very large (Bertelsmann, Springer, etc.) and are therefore comparable in size with the corporate groups that so far have been analyzed in research on CSR but with no focus on media (e.g. Maignan & Ralston 2002) .
to invest in CSR activities to gain legitimization in society.
Private media organizations from Germany and France were much more likely to communicate CSR activities than their Swiss, Austrian, and Italian counterparts (see Table 6 ). For public service media organizations, the differences between countries were less accentuated, but scores of the French and Italian samples were slightly higher than the Swiss, German, and Austrian samples (see Table 7 ).
Both types of media organizations mainly communicated society-oriented CSR activities, activities addressing employees ranked second, while those addressing the environment came third. However, the quantity of communication for the three types of CSR activities is more balanced for public service media organizations.
Limitations of the study
Due to the size of the countries, the number of media organizations analyzed (particularly of private ones) varied from one country to another. Furthermore, the number of units of investigation per country, and also per type of organization, was very small (e.g. n = 19 for public service media organizations). Comparability of the results is thus restricted.
Another limitation lies in the fact that for MG activities, only the number of websites mentioning those measures was recorded -more detailed analysis is highly desirable. For CSR activities, the analysis was more detailed as the number of articles or subpages that addressed the topic was recorded. However, a direct comparison between the communication of MG and CSR activities was therefore not possible.
Whereas the selection of private and public media organizations was conducted systematically, the selection of other types of media enterprises was not based on systematic criteria but was more exemplary.
Discussion and conclusion
Results showed that there are differences in how private and public service media organizations communicated MG and CSR activities. Public service media organizations were more likely to communicate control mechanisms in the editorial and journalistic domain. Particularly striking is that they communicated considerably more on journalistic guidelines, control mechanisms provided by the organization, on how minorities are accounted for in media coverage, how they foster high-quality journalistic jobs, and how recipients are involved as part of the control mechanisms than private media organizations. This may be related to the public service obligation of the former. Public service media organizations may feel more accountable to the public as they generate much of their income from taxation and/or fees and are also subject to stricter statutory regulations.
The study further analyzed which aspects of CSR were mostly addressed by media organizations (oriented toward society, employees, or the environment). Results show that public service media organizations from all of the countries mainly communicated CSR activities that address society in general. This could be explained by their mission; they have to focus on the general public instead of shareholders, in contrast to private media organizations. On the other hand, their potential to develop CSR activities may be limited as they spend   .............................................................................................................................................................. ..... ................................................................................................................................................................ taxpayers' money; this money is usually earmarked. Thus, management's liberty to develop its 'own' CSR program may be very small.
In comparison, private media organizations were considerably more likely than public service media organizations to communicate their CSR activities. These results support the assumption that the communication of CSR and MG activities might be related to the source of income of the media organization.
National differences in the communication of MG could be found, which confirms results of previous studies investigating this (Bardoel & d'Haenens 2004b , Held 2007 . This may be due to national differences in statutory media regulation (McQuail 2003 , Hallin & Mancini 2004 . However, in order to explore this further, the media system and statutory regulation mechanisms themselves need to be analyzed, which could not be done in this study. The communication of CSR activities by media organizations also varies between countries. This confirms results of previous studies addressing national differences in CSR communication for other types of organizations (e.g. Maignan & Ferrell 2000 , Maignan & Ralston 2002 , Matten & Moon 2008 , Welford 2005 , Hartman et al. 2007 , Blasco & Zølner 2010 . However, the methodology applied in this study does not allow the determination of the reasons for this, but it seems relevant to explore this in future research.
Future research could compare governance and CSR activities of media organizations in a greater number of countries, for example, in other European countries and the United States. This would allow an analysis of whether there are differences in the approach to CSR by media organizations as already suggested by the literature on CSR activities of other types of businesses.
Furthermore, media coverage on CSR activities by media organizations should be evaluated in order to see whether and to what extent the newsrooms of the media companies themselves are exploited to communicate the media company's own PR messages. Switzerland  58  23  19  0  14  114  Germany  296  76  62  0  0  434  Austria  12  7  0  0  0  19  France  117  64  14  0  0  195  Italy  47  27  0  25  15  100  Total  530  197  95  25  15 It is pointed out that advertisers' interests are separated from editorial domains.
Self-/cross-promotion It is pointed out that own products are not favored in own coverage.
Minorities
It is pointed out that minorities are accounted for in coverage. High-quality journalistic jobs It is pointed out the media organization fosters high-quality journalistic jobs.
Involvement of recipients
The involvement of recipients is valued as an important mechanism for a functioning media governance model. tion provided radio broadcasts and another one TV broadcasts, the TV media organization was chosen for analysis. If several media organizations are affiliated to a national umbrella organization, only the national media organizations (e.g. SRG SSRidéee suisse in Switzerland) was included in the sample. 3. In Austria, the seven biggest privately organized media organizations were analyzed. This was based on information from Media Watch Austria. Furthermore, the ORF as a public broadcasting corporation was analyzed, as well as the TV station ATV, which may be classified as a SMB. There is no media enterprise organized as a cooperative nor foundation in the Austrian sample since the only one that exists (Katholische Medien Privatstiftung) does not have a website. 4. The sample of Italian media enterprises included one public broadcasting corporation, RAI, the foundation Mediafriends ONLUS (which belongs to the Finivest Group), the SMB Libero News, and seven private media organizations. For Italian media organizations, only the websites were analyzed as reports published by those organizations were not made available even after repeated requests. 5. In France, the seven largest media organizations were analyzed based on a list of the largest media organizations in Western Europe (Werben & Verkaufen, http:www.wuv.de). Furthermore, the sample included France Télévision & Radio France as a public broadcasting corporation as well as the SMB Radio France Inter and the media foundation Fondation Jean-Luc Lagardère. 6. The sample of German media organizations was composed of six of the 10 biggest media organizations according to the list provided by the Institut für Medien-und Kommunikationspolitik (http:// www.mediadb.eu), as well as one public broadcasting corporation (ARD). It also included Madsack, the owner of daily papers and radio broadcasting companies, which may be considered a SMB. Furthermore, the Bertelsmann Stiftung was included as an example of a media enterprise organized as a foundation (as it owns 76.9% of the Bertelsmann group). Finally, the daily paper taz was selected as an example of a media cooperative. 7. The sample of Swiss media organizations was composed of the seven media organizations with the biggest turnover, which also included Edipresse, a media organization from the French-speaking part of Switzerland, according to a list published by the Association of the Swiss Press. Furthermore, the Zürichsee Medien AG (SMB), the SRG as a public broadcasting corporation was analyzed; additionally, in the French-speaking part of Switzerland, the paper Le Courrier (which is organized as an association but may be treated as a cooperative as it is not profit-oriented). Furthermore, the paper Corriere del Ticino was included as the only media organization from the Italian speaking part of Switzerland. 8. The reports analyzed included annual reports, sustainability reports, codes of ethics, and journalistic guidelines. 9. In this text, 'self-and cross-promotion' refers to journalistic contributions within the editorial part of a media that refer to the media organization itself.
